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Abstract  
The aim of conducting this study is to study real and legal depositors loyalty and effective 
factors on it including tangibility, empathy, responsiveness, customizing, customer complaints, 
reliance, customer satisfaction, commitment and confidence in Maskan bank branches in Tehran. In 
this study, considering the aim of the study and using and Taylor models and Norway and America 
Customer satisfaction evaluation a model was presented. Statistical population in this paper were 
used from management of west branches of Tehran, management of central branches of Tehran, 
management of east branches of Tehran and independent central branches of Tehran. 384 managers 
were selected based on simple random sampling. By data collection relevant to model variables, it is 
possible through the research survey instruments by using exploratory factor analysis (EFA) 
methods to reduce a large number of interdependent variables into a smaller number of latent 
variables. Effect of tangibility role on reliance is of this research outcomes meaning that the more 
tangible the rendered services are, the more reliance is achieved. Also, increasing empathy when 
providing services to clients can increase the trust of our customers. 
Keywords: depositors loyalty, Maskan Bank, Reliance, modeling 
Introduction 
Management authorities consider customer satisfaction acquisition as one of the most 
important duties and priorities of firms' management and take into account need for constant and 
sustained commitment of top managers to customer satisfaction acquisition as the main precondition 
for success. One of the significant necessities for firms and organizations to progress is achieving 
customers' reliance and attracting their attention as forefront of their goals and activities. A perfect 
understanding of customers, putting them in the first priority and providing them with quality 
services are guarantee factors of success in today business market. What is interpreted as customer 
now is quite different from what was interpreted in the past; meaning that customer is no more the 
buyer of goods or services but is considered as an active and effective member in all business 
activities.  
Therefore, having novel strategies, focusing on important points in developing relations, 
considering customer complaints, keeping and expanding relations with customer and trying to 
provide services consistent with each customer's needs to achieve their satisfaction in all stages can 
increase efficiency and efficacy of an organization in order to fulfill customer-oriented targets and 
bring a base of loyal customers in long term. Terms customer reliance and customer satisfaction in 
service organizations, especially banks are of high importance due to establishing bases of 
commitment and loyalty. Providing and presenting different products from banks (bank services) in 
order to keep existing customers and attracting new customers and finally taking more bank market 
shares in competitive banks market indicates such importance. Therefore knowing customer 
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satisfaction in order to understand strength and weakness points and promote their level of reliance 
through improvement of performance are of significant priorities in all organizations specially banks 
(Hasani 2008). The concept of customer loyalty and making loyal customers in business frame work 
is defined as establishing commitment and sense of confidence in customer in order to make 
business activities with special organization for continuously receiving services. Loyalty happens 
when customers deeply feel that the organization can fulfill their relevant needs in the best manner 
(Heidari 2005, p154).    
It is obvious that encountering with moral, environmental, legal, commercial, general criteria 
and other increasing difficulties which society provides in a wider sense for today business is 
inevitable. Matter and concept of social responsibility of firms in the recent years has changed into a 
dominant and constant paradigm in firms' administration atmosphere regarding non-government 
organizations growth, protesting movements against firms' power, increase in social awareness, and 
development of capital markets, development of Public companies and financial and moral disrepute 
of big firms. As a result, organizations Social responsibility has got as an important and under focus 
of managers in all levels and one of the research and exploration fields in management and business 
areas.  
By increase of changes in business area and competitive atmosphere, organizations need a 
system which can meet all customers' needs. Therefore, company's agility is a new concept which 
increases responsiveness and competitiveness of firms where staff should have sufficient knowledge 
to answer customers' questions. Therefore, it could be defined as an ability to sustain and progress in 
a competitive atmosphere (whose essential property is change and uncertainty) which based on 
customers' demands rapidly and effectively reacts to changing markets.  
On the other hand, regarding competitive conditions and economic and social problems 
companies encounter, research and investigation on the one hand, and motivating managers to 
perform their social responsibility and paying attention to areas of performance and social 
responsibility on the other hand, can have an important role in decreasing problems and improving 
competitive advantages. If one wants to consider loyalty as one of management control indices it is 
vital to define and categorize typed of possible interactions knows as loyalty since this provides a 
basis to fulfill customers' needs. Deep commitment for repurchasing is achieved through becoming a 
customer for future preferential goods and services (Oliver, 1999, p.33). 
Macard et al (2006) in Taiwan conducted their research believing that customer knowledge is 
known as an important asset of a firm. Awareness of this fact that what in products and services of a 
firm is more valuable for customer will help firms to optimize their resources application based on 
needs and demands and desires of customer. Customer loyalty refers to tendency for repurchasing 
and their analysis on prices. Growth in customer loyalty will supply future income by current 
customers. On this basis, customers’ loyalty is the final goal of firms.  
Research Population and sample  
The statistical unit for primary pre-experiment was 30 real and legal depositors in Maskan 
bank branches of Tehran. To final test preassumptions (presupposition) and research model, sample 
includes real and legal depositors in legal branches of Maskan bank of Tehran. 
 They were non-randomly selected and filled out questionnaires and research data and 
information obtained in terms of: research data distribution based on sample Demographics 
variables (gender, age, education…) obtained from tabloid research questionnaires and are shown in 
tables 1 and figure 1.  
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Table 1: Descriptive statistics of gender  
Gender  Frequency Frequency percentage 
Male 231 60.3 
Female  153 39.7 
Total  384 100 
 
 
 
 
 
 
 
 
 
 
 
Figure 1: Descriptive statistics of gender 
As it is seen in figure 1, men include 60.3% and women include 39.7% of the sample.  
Table 2: Descriptive statistics for age 
Age  Frequency Frequency percentage 
Below 21 24 6.3 
21-30 108 27.9 
31-40 145 37.9 
41-50 59 15.4 
Above 51 48 12.5 
Total  384 100 
 
Figure 2: Descriptive statistics for age 
Based on figure 2, it was revealed that the most statistical frequency is between 31 and 40 
which equals to 37.9% of the total sample and 27.9% of sample were between 21 and 30 and the 
least frequency was below the age of 21.  
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Table 3: Descriptive statistics for education level  
Education level Frequency Frequency percentage 
Below High school diploma  28 7.3 
High school diploma 102 26.6 
Associate Degree 153 39.9 
Bachelor  52 13.6 
Master  39 10.2 
Phd  9 2.3
Total  384 100 
 
Figure 3: Descriptive statistics for education level 
Regarding figure 3, the most frequency is assigned to educational level of technician (39.9%) 
and the least frequency is assigned to educational level of Phd (2.3%).  
Table 4: Descriptive statistics for marital status  
As can be seen in table 4, married people include 49.3% of sample and single people include 
50.7% of sample.  
Results obtained from KMO-Bartlett test is shown in table 5. Regarding these results, the 
confirmatory factor analysis of the data can be done. The level of significance more than 0.5 
confirms sampling adequacy and level of confidence 0.000 for bartlet test indicates suitability of 
ascribed factor model. The amount of KMO calculated was equal to 0.712 (more than 0.5) 
Therefore, calculations indicated sampling adequacy.  
Table 5: KMO-Bartlett test results 
0.712 Sampling sufficiency criterion KMO 
364.568 Chi-Square Bartlet test 
10 Degree of freedom 
.000 Significance level 
In the next stage, we deal with identifying the number of latent factors. Table 6 indicates the results. 
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Table 6: Total variance of specified latent factors of tangibility 
Factors  Primary specific values Sum of square derived factor loadings 
Total Variance 
percentage 
Cumulative 
percentage 
Total Variance 
percentage 
Cumulative 
percentage 
1 0.324 46.474 46.474 2.324 46.474 46.474 
2 0.992 19.839 66.313    
3 0.669 13.379 79.692    
4 0.602 12.049 91.741    
5 0.413 8.259 100.000    
The other method to determine the number of latent factors is shown in figure 4. The number 
of chart’s fractures to the horizontal axis represents the number of latent factors of variable 1.  
 
Figure 4: The number of latent factors of structure tangibility 
Final structure of factors in rotated matrix is shown. Table 7 indicates this matrix which 
includes matrix share of variables specified by factors. Rotated factor matrix could perfectly place 
variables in one factor. The results contained in this matrix was used as a basis for grouping 
variables and on this basis a number of variables having higher factor load (more than 0.5) was 
assigned to each of factors.  
Table 7: Matrix of factor loads of structure tangibility 
Question Specification  
Bank staff had on organized and professional appearance. Q1 0.694 
This bank building is of beautiful and attractive appearance. Q2 0.782 
This bank has modern and updated banking equipments. Q3 0.701 
Waiting rooms are comfortable and suitable. Q4 0.580 
The number of computers in branches is sufficient. Q5 0.634 
Derivation/ extraction method: primary elements analysis 
Rotation method: varimax with Kaiser Normalization 
As could be seen in table 7, exploratory factor analysis could be perfectly identified and 
extracted.  
Kolmogorov–Smirnov test 
By using Kolmogorov–Smirnov test, it is specified that population of this research is normal 
or non-normal. On this basis, the following hypothesis is raised:  
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H0: Population distribution is normal 
H1: Population distribution is non-normal 
Table 8: Kolmogorov–Smirnov test 
 Tangibi
lity 
Sympa
thy 
 
 
Respon
siveness
Custo
mizati
on 
Custom
er 
compla
int 
Custom
er 
satisfac
tion 
Relian
ce 
Commit 
ment and 
confidence
Customer 
loyalty 
Number 384 384 384 384 384 384 384 384 384 
General 
parameters 
Mean 4.2161 4.1797 4.4401 4.4818 4.0339 4.3464 4.3073 4.4323 4.3307 
Deviation 
STD  
.80964 .76237 .74508 .77472 .94297 .79970 .84541 .73736 .96275 
The most
difference 
Absolute .311 .318 .318 .342 .345 .270 .312 .321 .306 
Positive .230 .265 .226 .252 .210 .207 .206 .221 .243 
Negative -.311 -.318 -.318 -.342 -.345 -.270 -.312 -.321 -.306 
Kolmogorov–
Smirnov test 
5.102 5.237 6.233 6.701 5.762 5.285 6.113 6.290 5.996 
Significance  level 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 
Distribution test is
normal  
         
Based on table 8, it is observed that the research significance level with the probability 
(possibility) of 99% is less than 1%. Therefore, it is assumed that H1 is not confirmed. In other 
words, it is confirmed that statistical population in our research is of normal distribution. Findings 
obtained from this sampling, in level 5% are confirmative of above hypothesis (t=072 β  ، : 14.39). 
Therefore, regarding the obtained relation, effect of variables of reliance and confidence on 
customer loyalty is positive and meaningful. Bahram Sharifi in a research on customer loyalty found 
out that insurance corporate to increase customer’s loyalty have taken steps to fulfill commitment 
and to do this make their services in compliance with each customer’s needs and it is suggested that 
insurance staff and management identify needs of each customer through making long-term and 
continuous connections with them and take steps to provide specific services required by customers. 
Table 9: Table of research findings 
Path Path 
Coefficient
Significance 
Coefficient 
Hypothesis 
Confirmation 
Or Rejection 
Tangibility Reliance 0.50 6.40 Confirmation 
Responsiveness Reliance 0.12 1.40 Rejection 
Sympathy Reliance 0.30 4.11 Confirmation  
Customer Complaint Customer Satisfaction 0.25 4.08 Confirmation 
Customization Customer Satisfaction 0.62 6.34 Confirmation 
Customer Satisfaction Confidence And 
Commitment 
0.56 8.12 Confirmation 
Reliance Confidence And 
Commitment 
0.52 7.05 Confirmation  
Confidence And CommitmentCustomer Loyalty 0.72 14.39 Confirmation 
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Conclusion 
The aim of this study was to develop Cronin and Taylor model and evaluating model of 
America and Norway customer satisfaction and provide a criterion. In order to study the role of 
variables including tangibility, sympathy, responsiveness, customer complaints, customization, 
reliance, commitment and confidence, and customer satisfaction on customer loyalty. Researchers 
also tended to explore if these variables affect Maskan Bank real and legal depositors. This study 
confirmed the significance of variables tangibility, sympathy, responsiveness, customer complaints, 
customization, reliance, commitment and confidence, and customer satisfaction and investigated 
their effect on customer loyalty.  
Another interesting finding of this research that there was found no relationship between 
responsiveness and reliance and no meaningful result was obtained, meaning that the degree of staff 
responsiveness in organization did not provide customers’ reliance. The results of this research 
showed the effect of responsiveness on reliance. But, tangibility and sympathy have positive 
meaningful effect on reliance. As another result of this study was the effect of customer compliant 
and customization on customer satisfaction, meaning that the more increase in customer compliant, 
the more increase in customer satisfaction is achieved. Additionally, providing services in 
accordance with customers’ needs results in customer satisfaction. Finally, the more satisfaction and 
reliance of customers increases the more their commitment and confidence to bank increases and 
increase in commitment leads to increase of customer loyalty to bank.  
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